I. Introduction
The Indian market needs to think in favour of the fairer sex. Now-a-days women are not only playing role of hardcore "housewives", they are also playing a different role of "chief purchaser" in their families. They are working as multi-tasker by playing a role of house maker as well as professional women with their hard work. With their new role as a professional, there has been a gradual change in the lifestyle of women. According to ICAER middle class means individuals whose annual household income is between 3.4 to 17 lakhs.
II. Review Of Literature
A lot of studies have been conducted by many researchers, practitioners and professional on the lifestyle of women in India and all over the world. Martha Barlett suggests in her study "marketing to Women" is ideal to target the women, as it helps to enhance the returns due to the loyalty and referral power of women in the long run. Further, she opines that the natural behavior of women to talk and share experiences adds fillip to the marketing process by the multiplier effect of word of mouth. Simintiras & Anotonis (1997) attempt to distinguish evaluation outcomes of likely future satisfaction from feelings or emotions prior to the act of purchase, and assess the impact of pre-purchase satisfaction on the purchase behaviour of first time buyers. Shainesh (2004) presents that marketers have been remarkably remiss in not looking at women as a separate segment. Dr.M.Subrahmanian (2011) examine in his study "buying behavior of the new aged Indian women" in the city of Chennai" with respect to the age, marital status, occupation, professional status factors, etc. to identify the decision maker and the influencer for the purchase made by the women. According to this study the women"s value perception is multi-faceted and they are more quality oriented. When it comes to the price attribute women do not opt for the products even if it is heavily priced or low priced but to the maximum prefer when it is reasonably priced within the affordable range.
III. Objectives Of The Study
In this study I have decided the following objectives -1. To find out if the lifestyle of women has changed related to food and fitness factor. 2. To know if outlook of women in relation to spending is the same as two decades back or has changed.
IV. Research Methodology
The study "Changing Lifestyle of Women-An Empirical Study" analyzes women on the basis of primary data. Primary data for the study is collected through questionnaire and personal comments from the respondents. The primary data has been collected from Delhi and Lucknow to study the lifestyle of the women there. A sample size of 270 middle class women consumers of two age groups,one aged between 21-40 years old and other above 40 years old has been considered. Hypothesis No.1 :
HO1: There is no significant difference between age of the respondents and the time they get to cook food at home . (µ=3) H1: There is significant difference between age of the respondents and the time they get to cook food at home . HO: There is no significant difference between age of the respondents and the wish to have their house in a posh colony as compared to a place close to the market or work place. (µ=3) H1: There is significant difference between age of the respondents and the wish to have their house in a posh colony as compared to a place close to the market or work place. (µ≠3)
V. Analysis And Interpretation Of The Study
The research has been carried out with the objective to examine if there has been a change in the lifestyle of middle class women in Delhi and Lucknow. Of all the women respondents 62% women belongs to salaried class, 2% business class, & 36% women are house wives. They belong to different age groups, 50% are in 21-40 years age group, 50% are above 40 years age group, Out of the working women 5% women in the age group of 21-40 have an annual income less than 3.4 lakhs. 10% have an annual income of above 3.4 lakhs up to 6.8 lakhs , 50% above 6.8 up to 10.2 lakhs , 15% above 10.2 up to 13.6 lakhs 20% above 13.6 up to 17 lakhs. 
Findings:
As per the analysis of Chi-square test the calculated value of Chi-square with 95% level of confidence is 0.000 which is less than level of significance i.e. 0.05. So there is significant difference in the time which respondents get to cook food at home when it is compared with age group of respondents between 21 -40 years & above 40 years with the responses of the statement that I get sufficient time to cook food at home. Interpretation: Women in the age group of 21-40 do not get sufficient time to cook at home while above 40 years say that they get sufficient time to cook at home. Since the younger women do not get time to cook then there is a probability that they will either go to the restaurants to eat, which will thereby increase the consumption of food sold in the restaurants or else if they at all try to cook at home then they will try and keep readymade spices which may save their time in the kitchen. There is an another probability that the young women may keep a maid to cook food .Further results will help us find out which of the following has taken a lead to keep in pace the changed lifestyle of women of getting sufficient time to cook at home. Hypothesis No.2 : HO: There is no significant difference between age of the respondents and whether they take a proper lunch everyday. (µ=3) H1: There is significant difference between age of the respondents and whether they take a proper lunch everyday. a. 0 cells (.0%) have expected count less than 5. The minimum expected count is 8.50. there is a probability that the younger women would either go to the gym to stay fit or/ and eat healthy food to stay fit. But since most of the women have already said that they do not get the time to cook food neither do they have to do most of their work. So in order to stay fit women would go to the gym or yoga centres. This will increase the consumption of health services the market.
Hypothesis No.4 :
HO: There is no significant difference between age of the respondents and the sufficient time they get to spend with their family . (µ=3) H1: There is significant difference between age of the respondents and the sufficient time they get to spend with their family . Interpretation: Women in the age group of 21-40 say that they do not get sufficient time to spend with their families. While women above 40 do get the time to spend with their families. This is a great change in the lifestyle of women . Although women see themselves as a strong pillar in keeping their families happy but they do not have time to spend with their families. Not only this it is also seen that most of the women in the 21-40 age group have a personal income which is more than the women above 40. All these aspects indicate that to overcome the lifestyle change of not being able to spend time with family on a daily basis, the women go on a tour with their families in almost every vacation . This inclination on going on a tour will increase the consumption pattern of tour services Interpretation: Since women in the age group of 21-40 do most of the shopping fr their families, it is quite probable that those products will be sold more in the market which are able to catch the attention of women. The marketers should understand the psychology of women and communicate the benefits of the products in order o increase the sale of their products.
Hypothesis No.6 : HO: There is no significant difference between age of the respondents and I prefer to save money for future than spend most of it on present comfort. (µ=3) H1: There is significant difference between age of the respondents and the preference for saving money for future. a. 4 cells (50.0%) have expected count less than 5. The minimum expected count is 2.00.
Finding: As per the analysis of Chi-square test the calculated value of Chi-square with 95% level of confidence is 0.000 which is less than level of significance i.e. 0.05. So there is significant difference in life style of respondents when it is compared with age group of respondents between 20 -40 years & above 40 years with the responses of the statement that I prefer to save money for future than spend most of it on present comfort.
Interpretation: Women in the age group of 21-40 do not want to save money and on the same side they do have a considerably good salary than the women above 40. Having money and not wanting to save is showing a lifestyle change towards more spending. This spending lies in the hands of women aged 21-40. This increase in the spending will increase the consumption pattern of products and services which interest the women in the 21-40 age group. This may increase the consumption of beauty products which attract women more. The research also shows that most of the women in this ge group can"t resist purchasing apparel even if they have come to buy something else in the market. This shows a lot of spending will be on the women apparel.
Hypothesis No. 7: HO: There is no significant difference between age of the respondents and spending products having public view. (µ=3) H1: There is significant difference between age of the respondents and spending on products having public view. Interpretation: Women in the age group of 21-40wish to have their house in a posh colony as compared to a place close to the market or work place. We see that although most of the women in this age group are working and do not have to spend with heir families, still heir inclination is not to live close to the market place or their work place. They want to live in a posh colony. This is in coherence with the desire of women to spend on products having public view. It shows that the younger generation is more status conscious . Analysis of the study indicates that out of total women respondents most of the women in the 21-40 age group have a different orientation towards various questions asked as compared to women above 40 years of age. Group one are more bent towards spending as compared to group two. Although women consumers buy cheap goods but they are loyal for same type of commodity. On the time the buying goods most of the women in group one are more conscious of quality than the price
VI. Conclusions & Suggestions
With the help of findings of the study I conclude that there has definitely been a change in the lifestyle of women. This change is probably due to the fact that the women are earning more now and have increasing financial power.
In the previous decades the salary of women constituted a small part of the total annual household income. But the earning of women hold a greater proportion in the annual household income now. The women feel more confident in spending now because of a greater discretionary income which women use to satisfy their wants. Her criteria for family purchases have been modified by her increased exposure to new ideas and information. Now she is playing a new role as a facilitator. Previously, the Indian women concentrated on purchases that based on family needs and wants. The marketers should understand the changing perception of women so that they are able to sell products more suited to the needs and wants began to gain ground. Thus it is high time that the marketers and manufacturers realize, understand and recognize women as a lucrative consumer segment and start developing concepts and create products that are women centric, which reap high growth potential.
